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1. Introduction 
In Australia, branded products are projected to generate A$26 billion in 2017-2018, 
accounting for nearly a quarter of the A$100 billion grocery retail market (Cloutman, 2017). 
Unlike manufacturer products, which are owned or produced by manufacturers, branded 
products are ‘produced by, or on behalf of, distributors and sold under the distributor’s own 
name or trade mark through the distributor’s own outlet’ (cited in McGoldrick, 1984: 6). The 
term ‘supermarket branded products’ is used to differentiate the branded food products sold 
by supermarkets from those sold by other food retailers or specialty stores. It denotes branded 
products that are produced by manufacturer brands and sold under a supermarket’s name (e.g. 
Woolworths Essentials) or its branded product range (e.g. the Macro and Delicious Nutritious 
product range by Woolworths).  
Whilst there is scant data about the market share of branded products captured by 
Coles and Woolworths1, their market dominance accords them with increased market power 
to shape food practices and retailer-supplier relations (see Lawrence and Dixon, 2015; Lewis 
and Huber, 2015). As distributors and retailers of supermarket branded products, Coles and 
Woolworths have the market power to ensure their branded products dominate shelf space 
and secure prominent placements in their retail stores. As an example, the Metro store format 
 
1 Figures about the market share of branded products are typically broken down by product categories 
(e.g. beverage, personal care, cleaning supplies). A distinction is not made between supermarket 
and non-supermarket branded products. As such, there is a lack of data on the market share and 
product categories of supermarket branded products within the branded product market.  
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models that Woolworths started rolling out five years ago have areas dedicated to Macro, its 
premium organic branded product range (Woolworths, 2018). Coles has also made explicit its 
intention for its supermarket branded products to make up 40% of its product range by 2023 
(Wesfarmers, 2018). By 2020-21, it is estimated about 35% of the total food and grocery 
sales in Australia will be made up of branded products (Chung, 2015).  
Australia presents a pertinent site of analysis about the structural and cultural factors 
that precipitate the growth of supermarket branded products and the fragmentation of grocery 
food retailing. In Australia, the grocery retail sector is dominated by national supermarket 
chains Woolworths (37.2%) and Coles (30.3%). Together with German discount chain Aldi 
(9.2%) and independent grocery retailer chain IGA (7.4%), the four companies account for 
over 84% of the grocery retail market (IBISWorld, 2018). Large-scale analyses of cross-
national data reveal the market variability of branded products is influenced by country-level 
structural and cultural factors. Country-specific variables and institutional contexts can serve 
as hindrances or impetuses for the growth of branded products (Cuneo et al., 2015; 
Steenkamp and Geyskens, 2014). For example, the presence of developed logistic structures 
and modern trade structures (e.g. national supermarket chains instead of small, independently 
owned convenience stores) are observed to positively influence the penetration rate of 
branded products. Retail concentration also increases market power and expedites the 
diffusion of branded products (Yagüe and Rubio, 2009; Sebri and Zaccour, 2017).  
More importantly, the effects of retail concentration are moderated by characteristics 
that relate to a country’s economic, regulatory and cultural systems (Steenkamp and 
Geyskens, 2014). The new food labeling requirements in Australia (mandatory since July 
2018) provide increased opportunities for Australian brands and food products with 
Australian origins or ingredients, whether manufacturer products or supermarket branded 
products, to influence (trans)national food practices. To the best of the authors’ knowledge, 
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besides Australia, no other developed country has mandated the provision of product and 
ingredient origins for packaged food (e.g. Agri-Food and Veterinary Authority of Singapore, 
2018; Food Standards Agency UK, n.d.; US Food and Drug Administration, 2013; Canadian 
Food Inspection Agency, 2019). A distinctive feature of the Australian food labeling reforms 
is the requirement for country-of-origin statements to include the percent compositions of 
Australian and imported ingredients (see Department of Industry, 2017). While the European 
Union has recently endorsed more stringent regulations for food origin labeling, the new 
rules (effective 1st April 2020) only apply to primary ingredients that make up over 50% of 
the food item. Providing the percent compositions of domestically sourced or imported 
primary ingredients is not mandatory (European Commission, 2018).  
Applying a systems thinking approach, this paper examines the communicative and 
globalizing impacts of the Australian food labeling reforms on the formation of food 
practices and the growth of supermarket branded products. Drawing on Bourdieu’s (1984) 
well-known work on sociocultural ‘habitus’ and ‘praxis’, we consider food practices as 
cultural-specific consumption behaviors that influence how and what we eat. The analysis 
takes into account the key characteristics of Australia’s economic, regulatory and cultural 
systems, specifically, its concentrated grocery retail sector, the strong industry and regulatory 
support for the ‘buy local’ discourse and the mediating influence of supermarket food media.  
Supermarket food media are communication mediums and a form of food 
communication that mediates food practices. They are communicative spaces constructed 
through media consumption and media practices (Xu and Lee, 2019). After delineating the 
influence of country-of-origin information on the purchase and non-purchase of ‘local’ food 
products, the next section provides a summary of the new labeling regulations in Australia 
and the impetuses for their implementation. Pulling these observations together, the following 
section explores the communicative impacts of the food labeling reforms on food practices 
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and the market for supermarket branded products in Australia. Building on Bourdieu’s (1985; 
1989; 1987) notions of symbolic capital and symbolic power, it discusses how the new 
country-of-origin statements have the potential to intensify competition between ‘domestic’ 
and ‘foreign’ food products, and add legitimacy to the purchase of supermarket branded 
products. Finally, the last section points to how the new food labeling regulations are 
conducive to the globalization of manufacturer products and supermarket branded products 
from Australia, particularly in Asian markets with low concentrations of foreign products. 
2. Country-of-origin information and consumer inclinations to ‘buy local’ 
In the absence of information about the intrinsic quality of food products, consumers rely on 
extrinsic cues such as food labels to guide their purchase decisions (Richardson et al., 1996; 
Richardson et al., 1994). One way to bring the mediating effects of food labels into focus is 
to cognize them as constructed communicative spaces. Food labels play third-party roles ‘as a 
significant product-design influence, an advertising franchise, a public surveillance 
assurance, a public values definition, and a nutrition and food safety education format’ 
(Caswell and Padberg, 1992: 463).  
As a component of food labels, country-of-origin information shape purchases 
decisions and the impetuses to buy local food products. They can create country-of-origin 
bias through country stereotyping and help consumers to form ‘product related cognitive 
associations and product unrelated emotional associations’ towards countries (Wegapitiya 
and Dissanayake, 2018: 16). While recognizing that country-of-origin information is not the 
singular influence on consumer decision-making and product evaluations (see Hussein and 
Hassan, 2018; Alfnes et al., 2018; Insch et al., 2017; Insch and Jackson, 2014), the 
intersecting influence of consumer ethnocentrism and country-of-origin effects offers an 
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approach to understand the diverse factors and considerations that underpin and modulate the 
propensity to buy local food products. 
Consumer ethnocentrism confers a sense of identity, feelings of belonging and an 
understanding of the acceptability of purchase behaviors by ethnic or national groups (Shimp 
and Sharma, 1987; Sharma, 2015). Consumers with ethnocentric buying behavior evaluate 
the merits and appropriateness of purchases based on their country-of-origin statements. They 
buy domestic products due to heightened perceptions of quality and consider purchases of 
foreign products as detrimental to domestic economy and employment (Sharma et al., 1995; 
Kaynak and Kara, 2002; Erdogan and Uzkurt, 2010). The buying intentions of consumers are 
moderated by product familiarity and cultural (dis)similarities with the country where the 
products originate (Watson and Wright, 2000; Supphellen and Grønhaug, 2015; Unal, 2017). 
By signaling or (re)orienting consumers towards ethnocentric values, country-of-origin 
information heighten the appeal of specific food practices (Sharma, 2011).  
The term ‘country-of-origin effects’ describes the psychological effects of country-of-
origin statements on consumer attitudes, perceptions and purchasing decisions. Country-of-
origin statements can invoke stereotypical product-country images. The formation of product-
country images results from a learning process wherein consumers associate country-of-
origin statements, an extrinsic cue, with intrinsic product attributes (Spillan and Harcar, 2012; 
Han and Won, 2018; Chattalas et al., 2008). Through this mode of simplified information 
processing, consumers develop subjective familiarity with brands and country-of-origin 
statements, reinforcing stereotypical product-country images (Johansson, 1989). Furthermore, 
developing a ‘country loyalty’ (or loyalties) means that consumers might discount or never 
appraise the merits of alternative products (Rose et al., 2009; Mayda and Rodrik, 2005).  
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Food labels and country-of-origin information play crucial roles in conveying 
standards of food safety, food quality or the traceability of foods and ingredients (Newman et 
al., 2014). They can function as proxy indicators of intrinsic and subjective product attributes 
by helping consumers to draw inferences about the perceived food safety, food quality, taste 
and freshness of food products from a particular country (Berry et al., 2015; Insch and 
Florek, 2009). Compared to consumers from emerging economies, those from developed 
economies are more likely to form domestic country biases (Balabanis and Diamantopoulos, 
2004). In a survey conducted in Germany (a developed economy), 78% of respondents rated 
domestic organic food products as the ‘most trusted’. They also prefer food imports from 
countries with cultural and geographical proximity to Germany (Pedersen et al., 2018).  
While not focused exclusively on food products, findings from a survey of 1,000 
shoppers indicate country-of-origin cues have a stronger impact on product evaluations when 
consumers have low ethnocentric tendencies. By contrast, when there is high consumer 
ethnocentrism, country-of-origin cues do not have significant impact on the product 
evaluations of domestic and foreign products (Cilingir and Basfirinci, 2015). As a study from 
Norway (another developed economy) demonstrates, local patriotism has a significant 
influence on consumer preference for local food. Emphatic concern and social concern for 
others also exert significant influence on positive attitudes towards eating local food. 
Significantly, even if local food products are perceived as less desirable or of a lower quality, 
the desire to ‘help’ local food producers can override consumer evaluations (Skallerud and 
Wien, 2019).  
3. Country-of-origin food labeling reforms in Australia 
On 1st July 2016, the Australian Federal Government implemented the Country of Origin 
Food Labeling Information Standard 2016 (hereafter Standard) for the retail sale of packaged 
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food in Australia. Country-of-origin requirements were previously outlined in the Australia 
New Zealand Food Standards Code and the Competition and Consumer Act 2010 of the 
Australian Consumer Law. The new Standard consolidates these requirements under the 
latter but sets out more expansive regulations for food labels and country-of-origin 
statements. Businesses were given two years to comply with the regulations, which became 
mandatory on 1st July 2018.  
Confusion over food labeling terms and the Hepatitis A outbreaks in 2015, 
purportedly linked to contaminated supplies of frozen berries from China, were presented as 
key impetuses for the food labeling reforms (see Colmar Brunton, 2015; Henderson, 2015; 
Vidot, 2015). A country-of-origin statement indicates the country where the food items and 
their ingredients are grown, produced, made or packed. Items exempted from the labeling 
reforms include unpackaged food products, food for overseas export and food ordered at 
cafes and for home deliveries (Food Standards Australia New Zealand, n.d.). The Australian 
Made and Australian Grown logos, in existence since 1986, can no longer be used as a 
standalone certification trade mark of ‘Aussie authenticity’ (Australian Made Campaign 
Limited, 2017; Australian Made Campaign Limited, 2016).  
In the years prior to the roll-out of the new food labeling requirements, multiple 
attempts were made to review and reform the country-of-origin regulatory system in 
Australia. They were premised on addressing perceived ambiguities and inadequacies of the 
regulations relating to the country-of-origin statements of food products (see Commonwealth 
of Australia, 2014; Department of Industry, 2017). Under the new Standard, the country-of-
origin information for priority food products must be presented either as a two-component 
standard mark that comprises a text statement and a bar chart, or as a three-component mark 
that includes an additional kangaroo logo. Food products that claim Australia as a country of 
origin must indicate whether they are grown, produced, made or packed in Australia and 
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importantly, specify their proportion of Australian and imported ingredients. If the food 
products are imported or are non-priority items that do not claim Australia as a country of 
origin, only a text statement stating their country of origin is required. Items exempted from 
the labeling reforms can either adopt the new labeling requirements voluntarily or choose to 
license the Australian Made and Australian Grown logos (Australian Made Campaign 
Limited, 2017; Australian Made Campaign Limited, 2016; Department of Industry, 2017). 
4. Leveraging on the ‘buy local’ discourse in Australia 
Under the new Standard, food products sold in Australia must specify their product origin 
and percent composition of Australian or imported ingredients (e.g. ‘Made in Australia with 
at least 70% Australian ingredients’). The more stringent regulations are meant to clarify the 
claims made by country-of-origin statements. On the one hand, they reflect regulatory 
outcomes to enforce food safety and quality standards and prevent false or misleading 
advertising. On the other hand, they represent commitments to source Australian ingredients 
and regulatory support for the promotion of domestic products (Australian Competition and 
Consumer Commission, 2017). Country-of-origin information can also be used to distinguish 
domestic products from foreign products. Distinctions between domestic and foreign 
products are typically based on product origin—the country they are packed, manufactured 
or where their ingredients underwent a substantial transformation.  
The inclusion of ingredient origin (under the Standard), however, adds a layer of 
complexity to determining whether a product is ‘domestic’ or ‘foreign’. More crucially, the 
new food labeling regulations have the potential to impact the disposition of, and propensity 
for consumers to ‘buy local’. Using Pierre Bourdieu’s (1985; 1989; 1987) notions of 
symbolic capital and symbolic power, this section discusses how the inclusion of product and 
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ingredient origins in country-of-origin statements intensifies competition in Australia’s 
grocery retail market by enabling more companies to leverage on the ‘buy local’ discourse.  
Australian consumers typically consider the purchase of Australian food products as a 
way to support domestic food suppliers and food manufacturing jobs (Colmar Brunton, 2015; 
Cameron and Elliott, 1998). This line of thinking is linked to the ‘buy local’ discourse, which 
was brought to the fore of public attention in 1986 when the Buy Australian Made campaign 
was enacted to reduce import penetration (Fischer and Byron, 1997). The support for 
domestic food products is also related to heightened perceptions of food safety and quality 
standards (Colmar Brunton, 2015). Acting as ‘technologies of taste’ (Gallegos, 2005: 100), 
Australian food media have played pivotal roles in inculcating various food practices, 
specifically the consumption of domestic food products (Phillipov, 2016b; Phillipov, 2016a).  
Food origin labeling programs have strong regulatory and industry support in 
Australia. National and state initiatives such as the ‘Australian Made’ and ‘Australian 
Grown’ certification trademarks, and the ‘Buy West East Best’ labeling program in Western 
Australia reinforce and leverage on the ‘buy local’ discourse. For industry associations such 
as Australian Pork, food origin labeling is perceived as a way to enhance the appeal of and 
increase (export) demand for their products and produce (see Australian Pork, 2018).  
Supermarket branded products with Australia as their country of origin are 
commodities imbued with symbolic capital. They are goods with commercial and cultural 
value. Symbolic capital is premised on economic, cultural or social capital (Bourdieu, 1985; 
1987). It is ‘the form the different types of capital take once they are perceived and 
recognized as legitimate’ (Bourdieu, 1987: 4). In fact, the Australian food labeling reforms 
can be understood as a ‘legal consecration of symbolic capital’ (Bourdieu, 1989: 22). The 
symbolic capital of food products is predicated upon their country-of-origin statements. 
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Country-of-origin statements are endowed with symbolic power; they instantiate connections 
between food practices and the ‘buy local’ discourse.  
Even when the purchase of Australian products is driven by product attributes (e.g. 
price, quality, value), the ability of symbolic capital to ‘impose recognition’ means the 
purchase can signify and be construed as support for the ‘buy local’ discourse (Bourdieu 
1989: 23). The influence of consumer motivations and exogenous factors (e.g. food safety 
fears, product attributes) on purchases become reconstituted as support for the rationales and 
justifications to ‘support local’. Country-of-origin statements can enact ‘dualist oppositions’ 
wherein the (non-)purchase of Australian products indicates (non-)engagement in ‘support 
local’ behaviors and relegates consumers as (non-)supporters of the ‘buy local’ discourse 
(Bourdieu, 1989: 22). As the next section will illustrate, the inclusion of product and 
ingredient origins to country-of-origin statements can foreground particular ‘support local’ 
behaviors and intensify the competition between domestic and foreign food brands for market 
share. 
5. Blurred distinctions between ‘domestic’ and ‘foreign’ 
Since the entry of Aldi to Australia in 2001, Coles and Woolworths have competed with the 
German chain for market share by engaging in aggressive discounting strategies, reducing the 
selection of manufacturer products sold in their stores and increasing their own range of 
branded products (Mudditt, 2017; Crothers, 2017; Dalley and Sheftalovich, 2014). Compared 
to Switzerland (45%), Spain (41%), and the UK (41%), the market for branded products in 
Australia is underdeveloped. However, as shown in [Table 1], Australia’s rate of growth in 
branded product penetration (7.3%) is among the highest in the 60 countries surveyed (The 
Nielsen Company, 2014). It is perhaps unsurprising that Coles and Woolworths have 
unveiled strategies to drive long-term growth by expanding into new product categories and 
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increasing their range of, and consumer exposure to supermarket branded products (see 
Woolworths, 2018; Wesfarmers, 2018).  
By June 2022, the Australian grocery retail sector is projected to generate revenues of 
A$110 billion (Bankwest, 2018). The expansions of grocery delivery service Amazon Fresh 
and German hypermarket chain Kaufland, which aims to operate 32 stores nationally by 
2023, are already underway in Australia. Department store chain David Jones has committed 
A$100 million to expand into food retailing and will open its first gourmet food store in 
Melbourne in 2019. US warehouse chain Costco also confirmed it will make its foray into 
Western Australia in 2020 (Bankwest, 2019; Bankwest, 2018). In the face of stiffer 
competition and further market fragmentation, the marketing and product positioning or 
differentiation strategies that these companies implement to gain market share will 
reconstitute the symbolic capital of manufacturer products and supermarket branded 
products. 
 
[Insert Table 1. Penetration of branded products in key country markets] 
 
For consumers and companies who want to engage with the ‘buy local’ discourse or 
express ‘support local’ behaviors, the Standard offers new food label cues to identify and 
position manufacturer products and supermarket branded products as veritable domestic 
products. Purchase willingness and evaluations of product images are influenced by the 
formation of country images (Zhang et al., 2018; Skaggs et al., 1996). Drawing attention to 
product and ingredient origins can reinforce stereotypical product-country images and 
ethnocentric buying behavior. The new labeling requirements provide two convenient entry 
points for domestic and foreign food products to leverage on the ‘buy local’ discourse. First, 
they provide opportunities for the purchase of particular food products to be represented as 
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‘support local’ behaviors. Second, they provide consumers and companies (including 
supermarkets) with a more fluid identification and alignment with the ‘buy local’ discourse.  
As [Table 2] illustrates, the incorporation of Australian ingredients is constituted as a 
characteristic and defining quality of domestic food products. Manufacturer products and 
supermarket branded products can be positioned as more domestic by reducing (increasing) 
their proportion of imported (Australian) ingredients. As shown in the first column of [Table 
2], the Standard clarifies the usage and definitions of the food label cues. The ‘buy local’ 
discourse becomes more expansive because buying foreign food products with Australian 
ingredients can serve as (unintended) expressions of ‘support local’ behaviors. The new 
labeling requirements also circumscribe the ‘buy local’ discourse in that a distinction is made 
between the types of ‘support local’ behaviors catalyzed through purchases. 
 
[Insert Table 2. Food label cues and expressions of ‘support local’ behaviors] 
 
Depending on the food label cues used in food labels, the purchase of food products 
can signify the prioritization or preference for (a) farmers, growers and food producers from a 
certain country; (b) food processing and manufacturing sectors in a certain country; or (c) 
businesses and companies from, or operating in a certain country. In fact, with the inclusion 
of product and ingredient origins in food labels, changes in food practices reflect degrees of 
‘dualist oppositions’ rather than binary distinctions (Bourdieu, 1989: 22). Buying a food 
product that is ‘Grown in Australia’ expresses support for local farmers, growers, food 
producers and their businesses. However, if the brand of the food product is not an Australian 
brand or if the ingredients are not 100% domestically sourced, then consumers are also 
expressing support for a local business or local food producer in another country. In short, 
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‘supporting local’ does not entail buying Australian food brands (e.g. Tim Tam, Arnott’s 
Biscuits).  
Foreign food brands (e.g. Aldi’s branded product range) can market and represent the 
Australian-ness of their food products by highlighting their product or ingredient origin. By 
switching products, consumers can increase (or decrease) their ‘support local’ behaviors and 
differentiate the type of ‘local’ support they want to express. From another view, the food 
labeling reforms are not simply standardizing the communication of country-of-origin 
claims. The increased regulatory oversight over their utilization legitimizes their 
culturalization in two ways: first, as proxy indicators of intrinsic and subjective product 
attributes (e.g. better taste, higher food quality or perceived food safety); and second, as 
means for consumers, companies and the Australian government to reflect their engagement 
with the ‘buy local’ discourse and express different ‘support local’ behaviors.  
6. Using supermarket food media to increase market competitiveness 
As set out above, under the new Standard, product origin is no longer a key differentiating 
factor between domestic and foreign food products. To an extent, the Australian food labeling 
reforms are ‘fixing public meanings’ to country-of-origin statements (Douglas and 
Isherwood, 1996: 43). Here, it is important to acknowledge the influence of supermarket food 
media and examine how they are utilized by Coles and Woolworths to enhance their market 
competitiveness and gain market share. Many scholars have noted the mediating influence of 
food media on food practices. Food media are communicative spaces where consumers can 
‘creatively produce and enact their own food identities’ (Abbots, 2015: 224). The mediatized 
representations of food can shape food practices and brand preferences (Phillipov, 2016b; 
Johnston et al., 2014; Halkier, 2013).  
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Coles and Woolworths have sought to extend their market power in Australia using 
food media, for instance, by sponsoring food television programs such as MasterChef 
Australia and My Kitchen Rules (Phillipov, 2017; Phillipov, 2016a). Coles, Woolworths, IGA 
and Aldi publish supermarket food media such as product catalogs, food magazines and 
recipe websites. These food media are supermarket-owned and -controlled spaces that seek to 
(re)shape food practices by (re-)establishing the functional and symbolic values of food 
products (Xu and Lee, 2019). Other than providing advertising opportunities for 
manufacturer products, they also serve as promotional spaces for supermarket branded 
products. For example, Coles and Woolworths feature celebrity chefs Curtis Stone and Jamie 
Oliver on their recipe websites and use them to market their supermarket branded products 
(see Woolworths, n.d.; Coles, n.d.).  
As ‘the form and content of food in the media’ (Hansen, 2008: 49), food media 
purvey ‘the practical knowledge of cookery skills’ and ‘the taste knowledge of ideological 
food preferences’ (de Solier, 2005: 471). Of the four major supermarkets that dominate the 
Australian grocery retail sector, only Coles and Woolworths publish nationally distributed 
supermarket magazines. Coles has a monthly readership of 4.15 million whereas Fresh (by 
Woolworths) has 4.13 million (Medium Rare Content Agency, 2018; NewsLifeMedia, 2018).  
It is important to keep in mind the retail concentration of Coles and Woolworths and 
their extensive distribution networks. The supermarket duopoly holds 67.5% market share of 
the grocery retail sector in Australia. Their retail stores are convenient distribution points for 
their product catalogs and supermarket magazines, which help to increase the circulation (and 
potential readership) of their food media. However, there is a dearth of studies about the 
communicative strategies of supermarket food media and their representation of supermarket 
branded products. Specifically, the utilization of supermarket food media by supermarkets to 
increase market competitiveness is a topic that has received scant analysis. To extrapolate the 
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influence of supermarket food media on food practices, the authors turned to the media kits 
of Coles and Fresh.  
Main grocery buyers represent a high percentage of Coles (69%) and Fresh (79%) 
readership. Through their supermarket magazines, Coles and Woolworths have direct access 
to readers with an average weekly grocery spend of between A$164 and A$183 (Medium 
Rare Content Agency, 2018; NewsLifeMedia, 2018). The influence of Coles and Fresh can 
be discerned from their high sales conversion rates (Woolworths, 2015). 91% of Fresh 
readers reported having purchased food products featured in the magazine (NewsLifeMedia, 
2018). Likewise, 71% of Coles readers said one of the reasons they shopped at Coles was to 
buy the products in the cooking recipes (Medium Rare Content Agency, 2018).  
To urge purchases and the adoption of new food practices, supermarket magazines 
use content and marketing strategies such as recipe advertorials and discount coupons to 
promote brand loyalty and encourage brand-switching. Supermarket magazines reconstitute 
the values of supermarket branded products by (re)shaping consumer relations to health and 
lifestyle choices, cooking and food preparation, domestic sourcing and product-country 
image and support for the ‘buy local’ discourse (Xu and Lee, 2019). Importantly, how 
(supermarket) food media represent both manufacturer products and supermarket branded 
products will reconstitute the symbolic capital of food products, and the significations 
attached to buying domestic food products as expressions of ‘support local’ behaviors.  
7. Globalizing food labels 
Even though the new country-of-origin requirements are only mandatory for food products 
sold in Australia, they have the potential to mediate transnational food practices. They offer a 
major commercial opportunity for supermarkets, particularly in the expanding Asian markets. 
With branded products penetrating only 1.3% the market in China, one of the lowest in Asia 
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(The Nielsen Company, 2014), the country is clearly emerging as a country of interest for 
Australian companies. With over 330 million online shoppers, the online retail sector in 
China generated half a trillion Australian dollars of sales in 2014. In terms of market share by 
transactions, Tmall (57.36%) and Jingdong (21.22%) are the two largest business-to-
consumer platforms. In contrast, Amazon only has 1.5% of the Chinese market (Australian 
Trade Commission, 2015).  
In January 2016, Woolworths announced that it launched an official store on Tmall 
Global, Alibaba’s business-to-consumer platform (Woolworths, 2016). It sells a variety of 
manufacturer products and supermarket branded products through the online store, including 
its range of Woolworths’ Select and Woolworths Gold milk powder (“Woolworths”, n.d.). 
Coles does not have an official online store on either e-commerce platforms but its 
supermarket branded products are supplied to Jingdong and sold to Chinese consumers 
(LaFrenz, 2017). Discount supermarket chains Aldi and Lidl—both known for their range of 
supermarket branded products—also have a store on eTmall Global and Jingdong, 
respectively (“Aldi”, n.d.; “Lidl”, n.d.).  
In overseas export markets, country-of-origin statements can add to, and legitimize 
the symbolic capital of Australian products, particularly when Australian supermarket 
branded products are competing with manufacturer products and other brands of branded 
products. Brands are invariant extrinsic cues of quality and credibility across cultures (Dawar 
and Parker, 1994; Holt et al., 2004; Erdem et al., 2006), but country-of-origin labels can also 
influence brand equity creation. Brand equity refers to the value that consumers attach to 
products based on their brand awareness, perceptions and associations (Keller, 2002). The 
demand for Australian milk brands and infant formula in China illustrates the influence of 
country-of-origin information on consumers’ willingness to pay and their formation of 
product-country images. Since the melamine-tainted milk scandal in 2008, concerns by 
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Chinese consumers over the safety and quality of domestic dairy products have created a 
sustained demand for dairy imports (Zhang et al., 2018).  
In the fast-moving consumer goods sector, which requires low-involvement decisions 
by consumers, country-of-origin labels are observed to exert a greater influence on purchase 
behavior than brand knowledge. The benefits of associating with country-of-origin labels are 
increased for lesser-known brands (Adina et al., 2015). For Australian supermarket branded 
products, country-of-origin labels can increase their competitive advantage and differentiate 
them from products with less favorable product-country images. In particular, the new food 
labeling requirements present opportunities for the globalization of manufacturer products 
and supermarket branded products, thereby transforming the ‘buy local’ discourse into ‘buy 
Australian’.  
The daigou phenomenon and the emergence of consumer-to-consumer websites such 
as Airfrov point to the mediatory influence of country of origin on transnational food 
practices. The Mandarin phrase daigou, which means to buy on behalf of, refers to 
individuals who ‘[enable] an export and e-commerce ecosystem’ (The Nielsen Company, 
2017: 5) by ‘[facilitating] the buying and selling of international products on behalf of a 
customer in Mainland China’ (The Nielsen Company, 2017: 2). The 100,000 and 200,00 
daigous operating in Australia are estimated to generate a potential A$100 billion in annual 
revenue for the retail sector (The Nielsen Company, 2017).  
Singapore start-up Airfrov offers a similar personal shopping service that allows 
individuals to request, recommend and pre-order products from a specific country. The 
company, which operates in Singapore and Indonesia, describes its service as a ‘peer-to-peer 
marketplace that matches locals who want to buy things from overseas, with travellers who 
have extra luggage space’ (Airfrov, n.d.-b). On its page for Australian products, a mix of 
supermarket branded products and manufacturer products were requested for purchase 
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(Airfrov, n.d.-a). While the overseas demand for Australian food products cannot be fully 
attributed to the country-of-origin effects of food labels, their diffusion points to the 
globalization of the symbolic capital—the economic, cultural or social capital ‘perceived and 
recognized as legitimate’ (Bourdieu, 1987: 4)—imbued into Australian products and 
ingredients, and the purchase of Australian products.  
8. Conclusion 
As we have presented in this paper, food labeling practices—and their attendant media 
tools—are immensely powerful, transcending media practices. They point to the influence of 
economic, regulatory and cultural factors on the diffusion of (supermarket) branded products 
and the propensity to buy products with Australian origin or Australian ingredients. As 
corporate-owned and -controlled spaces by Coles and Woolworths, supermarket food media 
will remain an important media strategy to cultivate supermarket loyalty, foster new food 
practices and create demand for different food products. The competitive advantages of 
leveraging on (supermarket) food media, country-of-origin marketing and the provision 
product and ingredient origin information arise from the (re)constitution and imbuement of 
symbolic capital into food products.  
How Australian supermarkets and Australian brands leverage on the cultural 
disposition to ‘buy local’—and in foreign markets, the cultural disposition to ‘buy 
Australian’—is shaped by their pursuit of economic objectives. For Coles and Woolworths 
(including other large supermarket chains and food companies), branded products are a 
means to cater to price-sensitive consumers, gain new market share through premiumization 
strategies and tap into the purchasing power of the global middle-class, particularly as they 
expand into overseas markets with low penetrations of branded products. We can therefore 
expect the Australian food labeling reforms to transform the consumption behaviors of ‘local’ 
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products and the differentiating values of Australian products not just in Australia but also 
globally, in the foreseeable future.  
Future research can examine the catalyzation of food labels as (transnational) 
communicative spaces to engender food practices, especially in the widening contexts of 
healthy and sustainable food systems. The global organic foods and beverages industry—
dominated by American and European countries—is expected to reach US$320.5 billion by 
2025, with Asia Pacific expected to generate the highest growth (Grand View Research, 
2017). In particular, the roles of (Australian) food labels and country-of-origin information as 
proxy indicators of trust and quality for organic food, and their moderating influence on 
domestic country biases and ethnocentric buying tendencies, are understudied research areas 
(see Thøgersen et al., 2017). Studies can identify the brand and food label cues that modulate 
consumer recognition of, and identification with product and ingredient origins as markers of 
domestic and foreign food products. Another potential area of focus is the economic, 
regulatory and cultural factors that influence how product and ingredient origins mediate the 
food practices that consumers adopt to express different ‘support local’ behaviors (e.g. 
favoring local ingredients versus providing local jobs).  
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